This article primarily addresses the academics, and therefore a short introduction to SEO would be relevant. In short, SEO is "improving a website in order to attract search engine crawlers" (Ledford, 2009: 492). In other words, it is not enough to have a good website; it should also be ensured that the site will be found in search engines and presented in search results The analysis of search queries allows identifying and ranking keywords related to particular products or topics. Using such keywords through a website will comply with users'
vs academics" in relation to localization. Here are the first two reasons for his pessimism: "First, academics tend not to take the localization industry seriously because they, the academics, have established themselves in apparently stable professional fields (technical translation, literary translation, conference interpreting) and see no reason to change. The new kid on the block seems to offer no more than hype and money, without the humanistic discourses still treasured by ageing teachers ("translation helps create dialogue and peace among the peoples of the earth", and so on).
Second, localization experts mistrust academics because they think that they, the academics, know nothing about the industry, or about any real-world industry for that matter. And often they are quite right" (Pym, 2014: 45) . 
"Content is the king"
This article primarily addresses the academics, and therefore a short introduction to SEO would be relevant. In short, SEO is "improving a website in order to attract search engine crawlers" (Ledford, 2009: 492) . In other words, it is not enough to have a good website; it should also be ensured that the site will be found in search engines and presented in search results (the higher the better) for relevant search words and phrases.
Let alone technical features, SEO is very much about words, content (texts), semantics and the linguistic behavior of users. One of the myths is that SEO is primarily aimed at search engines. Of course, SEO is aimed at improving the visibility of a website in search engine results, and thus SEO strategies have to comply with the criteria the search engines use to rank web pages.
On the other hand, search engines are designed to satisfy the needs of human users and therefore both page ranking and SEO are closely related to how language is used in relation to search, i.e., to human linguistic behavior. "Content is the king" is the golden rule of SEO, meaning that only quality content brings users to the website.
The analysis of search queries allows identifying and ranking keywords related to particular products or topics. Using such keywords through a website will comply with users' "search language" and can potentially generate traffic. Simply put, appropriate keywords should be used when writing texts for a website. For example, the phrase "pre-owned cars" might be preferred for terminological or stylistic reasons, while customers are "45 times more likely to search for "used cars" than "pre-owned cars" -so obviously, you shouldn't be using that term on your site" (Autorevo, 2014) . Now suppose that a business is being launched; for example, a translation agency.
Broad terms like "translation", "professional translation" or "translation agency" would obviously be relevant keywords for the website.
On the other hand, there are too many competitors using the same keywords, so they would produce a minimal effect. Due to the competition for keywords, they lose their value/strength, and hence some preliminary research is needed before deciding on the keywords to be used.
One way to solve this problem is to target less competitive keywords and "long-tail keywords" (longer and more specific search phrases). In case with a translation business instead of "translation agency" a "translation agency + local name (city, district)" might be used, because when looking for a translation service people are likely to look for a local office. For instance, a UK agency "PS Translation" (http://www.pstranslation.co.uk), as an example, uses, among others, such keywords as "translation services in cambridge", "translation agency in cambridge", "translation services in east anglia", "translation agency in east anglia".
It is also possible to focus on specific competitive features of a business, for example on genres of translation. In the present-day Russian market keywords "translation of academic articles" or "translation for scientific journals" (in Russian, of course) could be potentially effective due to the increasing publishing activity of academics.
Keywords should be evenly distributed through the content, but using keywords in the texts only is not enough. Search engines assign different weight to keywords placed at different locations on the webpage. Keywords should be used in headings, anchor text (hyperlinks), alt tags (invisible descriptions of images), meta tags (meta keywords -invisible keywords for search engines; meta description -a short text used to describe a webpage in search results), etc. All these technical terms might be confusing for a linguist, and "many people think that for learning SEO you need to have technical knowledge which is completely wrong assumption in the market" (School of Digital Marketing, 2014) . In fact all that a translator needs to know to get started is HTML basics, which is simpler than using MSWord, and some essential knowledge of SEO. This is a brief outline of how linguistic content of a website should be designed in order to satisfy search engines. User demands, on the other hand, bring us back to the linguistic quality of the content, for this is the user who decides to leave a website or to browse it, and, eventually, "to buy or not to buy". It means that the content should be relevant, informative, natural, etc.
Producing and mapping quality content with SEO in mind is a job that demands professional writing skills and linguistic competences.
SEO and translation
Now back to translation. Website localization is basically designing a site in the target language that is "linguistically and culturally appropriate to the target locale" (Esselink, 2000: 3) or "the process of modifying an existing Website to make it accessible, usable and culturally suitable to a target audience" (Sandrini, 2007: 175) .
Suppose that "professional linguists who are native speakers of the target language as well as experts in the relevant industry will creatively rework the original copy so that it successfully conveys the intended message" including "word play, idiomatic expressions, colloquialisms, word choice, humor and level of formality" (TransPerfect, 2014) . Suppose also that other elements of the website, such as images, colors, layout, fonts, dates, measures and forms are also sense "copywriting in the target language" is "an alternative to translation" (Lakó, 2013: 709) and represents another level of localization. In this perspective, producing texts in a target language that are closely related to the adapted version of a website using the same target keywords is a spinoff of the translation job.
I have not mentioned many other issues
relevant to SEO translation. SEO is pagespecific; it is performed for each page separately, and not for the entire website. SEO is an iterative process; initial SEO efforts are followed by the monitoring and evaluation of resulting rankings, and then are followed by another round of SEO.
Even if the rankings are fine, they may change due to the increasing competition for keywords and continually changing ranking criteria.
Thus, SEO is an ongoing process. Working on SEO updates can be compared with working on website updates within a website localization project.
Who SEO-translates?
Everything said above brings us to another 
